Consumer cosmopolitanism drew attention in recent years in the context of shaping consumer behavior. Cosmopolitan consumers tend to travel to foreign countries, frequently. The current study aims to examine consumer cosmopolitanism as an important predictor of consumer behavior such as foreign travelling in Turkey as well as with demographic variables. Our second purpose is to examine foreign travelling as an antecedent of consumer cosmopolitanism as well as with demographic variables. We found that there is a positive and significant relationship between foreign travelling, consumer cosmopolitanism, gender and education. There is a positive and significant relationship between consumer cosmopolitanism, foreign travelling and education. Furthermore, there is a negative and significant relationship between consumer cosmopolitanism and age.
Introduction
The boundaries between home and away, local and global, traditional and nontraditional, have become increasingly blurred in this post-modern world (Skrbis et al., 2004) . While this blurry environment continues, "micro culture" consumer segments are created as a reason of migration and cultural heterogeneity in countries (Vida et al., 2008) . Cosmopolitanism is an inclination to learn about groups other than their own (Saran and Kalliny, 2012) . Cosmopolitanism refers to the ability, attitude, and thinking of a person to learn from other cultures, societies, and nations and the marginal boundaries that distinguish cultures, nations and societies (Saran and Kalliny, 2012) . Consumer cosmopolitanism is defined as "world citizenship" and indicates an open communication with foreigners and requires being equal to everyone without discriminating people according to their race, religion, culture and citizenship (Altintas et al., 2013) . As an opposite of consumer ethnocentrism, consumer cosmopolitanism (Cleveland et al., 2014) attracts attention as a segmentation variable in international markets (Cleveland et al., 2011; Riefler et al., 2012) . Studies about consumer cosmopolitanism are such as Cleveland et al., 2009; Cleveland et al., 2011; Parts and Vida, 2011; Saran and Kalliny, 2012; Altintas et al., 2013; Cleveland et al., 2014 and Abraha et al., 2015 . As a reason of all these, the present study aims to examine consumer cosmopolitanism as an important predictor of consumer behaviour such as foreign travelling in Turkey as well as with demographic variables. Our second purpose is to examine foreign travelling as an antecedent of consumer cosmopolitanism as well as with demographic variables.
Literature Review
While being introduced by Merton (1957) as the meaning of "world citizen", cosmopolitanism as a construct looks promosing as compared with consumer ethnocentrism, consumer animosity, consumer patriotism when examining attitudes towards foreign countries (Riefler and Diamantopoulos, 2009) . Cosmopolitanism reflects cultural diversity and the predominating tendency towards cultural diversity and cosmopolitans see foreigners as cultural gains (Altintas et al., 2013; Cleveland et al., 2014) . Cannon and Yaprak (1993; cited by Altintas et al., 2013) state that cosmopolitan consumers are open to innovations and they evaluate products by looking at their functionality while being free from local effects and traditions. Beck (2002) indicates that cosmopolitan values are over national values for cosmopolitans. Riefler and Diamantopoulos (2009) define cosmopolitan consumers as people who appreciate trying goods and services from different countries and have a consumption tendency which exceeds a specific culture, localness or society. Cosmopolitan consumers have a tendency to buy foreign products compared to local products (Riefler and Diamantopoulos, 2009; Abraha et al., 2015) . Some of the cosmopolitanism scales are such as Dye, 1963; Jennings, 1966; Jain and Etgar, 1977; Earle and Cvetchkovich, 1997; Robinson and Zill, 1997; Cannon et al., 1994; Riefler and Diamantopoulos, 2009; Cleveland et al., 2014. The relationship between consumer cosmopolitanism and foreign travelling is also worth to examine. Yoon (1998) indicates that attributes such as extensive travelling, open mindedness, language abilities, positive thinking, possesion of trendy tastes and wealthy lifestyles are associated with cosmopolitans. Foreign travelling can be an antecedent for consumer cosmopolitanism (Skrbis and Woodward, 2007) . A cosmopolitan might have a need to travel and experience different lifestyles (Cannon and Yaprak, 2002) . Furthermore, consumer cosmopolitanism can be an antecedent for foreign travelling such as noted by Saran and Kalliny (2012) , as the desire to consume cosmopolitanism could fuel a desire to search and consume for travelling. Some authors (Cleveland et al., 2009; Cleveland et al., 2011; Carpenter et al., 2013, Saran and Kalliny, 2012) state that demographic variables such as age, education, gender and income can be predictors of cosmopolitanism. Consumers who have high cultural capital seek to cultivate cosmopolitan tastes (Saran and Kalliny, 2012) . Cosmopolitan consumers tend to be open-minded (Yoon, 1998; Skrbis et al., 2004; Riefler and Diamantopoulos, 2009) , appreciate diversity Diamantopoulos, 2009, Riefler et al., 2012) and consume transcending borders Diamantopoulos, 2009, Riefler et al., 2012) .
The Methodology
At first we carried out a pilot study with 100 consumers to test Cronbach Alpha reliability of the scales. We found that the Cronbach Alpha reliability for the consumer cosmopolitanism scale is 0.918. Cronbach Alpha reliability for the foreign travelling scale is 0.679. We had to exclude one item which is reverse coded from the scale to raise the reliability value. Scales were measured on a 5-point Likert Scale (1= definitely not agree; 5= definitely agree). Sample characteristics can be seen in Table 1 . Our sample consists of 390 consumers. We used COS/TRAV scale (Cleveland et al., 2014) for our study. 
Findings
After the pilot study, we carried out EFA with our sample. Our extraction method is Principal Component Analysis and our rotation method is Varimax with Kaiser Normalization for the exploratory factor analysis. Eigenvalues above 1.0 were considered in the analyses. Only factor loadings of 0.50 or above are reported for EFA as suggested by Hair et al. (1998) . Results of the exploratory factor analyses for all of the scales are showed in Table 2 . Factor loadings vary between 0.82 and 0.90 for the consumer cosmopolitanism scale. As for the foreign travelling scale, factor loadings vary between 0.67 and 0.83. After exploratory factor analyses, we carried out confirmatory factor analyses for both scales. Confirmatory factor analyses showed that all of the fit indices are acceptable for both scales which can be seen in table 3. Suggested standards for some fit indices are CMIN/DF< 5 (Marsh and Hocevar, 1985) , RMSEA<0.08 (Byrne, 2010) , GFI, CFI and IFI > 0.90 (Bollen, 1989; Bentler, 1992; Engel et al., 2003) . Factor loadings were found to be higher than 0.50. Standardized regression weights vary between 0.59 and 0.76 for the foreign travelling scale. For consumer cosmopolitanism scale, standardized regression weights vary between 0.74 and 0.92. All of the parameters are statistically significant (t>1.96). Hair et al. (1998) . To test construct validity, we calculated composite reliability for all dimensions and these are reliable as they are above 0.70 suggested by Nunnally and Bernstein (1994) . As for convergent validity, AVE values are above 0.50 (Hair et al., 1998; Bagozzi and Yi, 1988) . For discriminant validity, square root of each variable's AVE value is greater than the correlation of each dimension with other dimensions (Fornel and Larcker, 1981) . We used the multiple regression model to assume the relationship between independent variables which are consumer cosmopolitanism, gender, age, occupation, income, education, marital status and the dependent variable which is foreign travelling. The multiple linear regression approach was adopted for data analysis due to its flexibility in facilitating both discrete and continuously measured predictors (Carpenter et al., 2013) . Foreign travelling has a positive and significant relationship between consumer cosmopolitanism, gender and education. According to the multiple regression results, foreign travelling do not have a significant relationship between age, occupation, income and marital status which is shown in table 5. All of the independent variables together explain 37 percent of change in foreign travelling. Furthermore, we carried out another multiple regression model as can be seen in Table 6 to examine the relationship between the dependent variable consumer cosmopolitanism and independent variables which are foreign travelling, gender, marital status, age, occupation, education and income. According to this model, all of the independent variables together explain 0.22 percent of change in consumer cosmopolitanism. There is a positive and significant relationship between consumer cosmopolitanism, foreign travelling and education. In contrast with Yoon et al. (1996) and similar with Cleveland et al. (2009 ), Cleveland et al. (2011 ), Carpenter et al. (2013 's findings, the finding of the positive and significant relationship between consumer cosmopolitanism and education which means that cosmopolitan consumers are more educated than non-cosmopolitans. We also found that there is a negative and significant relationship between consumer cosmopolitanism and age. This finding is contrast with the studies of Cannon et al. (1994) and Yoon et al. (1996) who found a non-significant relationship between these variables and similar with Cleveland et al. (2009 ), Cleveland et al. (2011 ), Carpenter et al. (2013 's studies. There is not a significant relationship between consumer cosmopolitanism and gender, marital status, occupation and income. The non-significant relationship between consumer cosmopolitanism and income is similar with Cleveland et al. (2009) and Cleveland et al. (2011) 's studies. As a result of our research, we can see the effect of a unit change in the independent variable on dependent variable. In the first regression model, consumer cosmopolitanism and gender are the most influential independent variables on dependent variable which is foreign travelling.
Frequency
Model 1. y = -0,006+0,447x 1 +0,239x 2 +0,194x 3 +e A unit change in consumer cosmopolitanism leads to an increase of 44 percent in the foreign travelling. Also a unit change in gender leads to an increase of 23 percent in the foreign travelling. These two variables, respectively, are followed by education (19%).
In the second regression model, our dependent variable is consumer cosmopolitanism.
Model 2. y = 2,694+ 0,372x 1 -0,151x 2 +0,247x 3 +e
The most influential independent variable is foreign travelling. A unit change in foreign travelling leads to an increase of 37 percent in consumer cosmopolitanism. There is a significant and negative relationship between consumer cosmopolitanism and age. A unit change in age leads to a decrease of 15 percent in the consumer cosmopolitanism. Furthermore, a unit change in education leads to an increase of 24 percent in consumer cosmopolitanism.
Summary and Conclusions
A cosmopolitan consumer can be shortly described as: an open-minded individual whose consumption orientation transcends any particular culture, locality or community and who appreciates diversity including trying products and services from a variety of countries (Riefler and Diamantopoulos, 2009 ). The present study aims to examine consumer cosmopolitanism as an important predictor of consumer behaviour such as foreign travelling in Turkey as well as with demographic variables. Our second purpose is to examine foreign travelling as an antecedent of consumer cosmopolitanism as well as with demographic variables. We carried out surveys on 390 consumers in Turkey. We performed exploratory and confirmatory factor analyses, Pearson correlation analysis, reliability and validity analyses and multiple regression analyses. As a result of our research, foreign travelling is the most effective variable which increases consumer cosmopolitanism. The second most effective varible is education. Consumers who increase their knowledge with education, orient themselves easily with different cultures. At the same time, they also assimilate innovations which are the result of globalization and advanced technology, faster. In today's environment, consumer cosmopolitanism is a significant predictor for the purchase decisions of consumers who improve themselves culturally, follow innovations faster and wants to cross borders. Consequently, consumer cosmopolitanism is the main factor of foreign travelling.
